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Southwest Airline Boarding Process and use of Game Theory Model
	The low-cost airline carriers in the United States aviation industry experience a cutthroat competition and price-sensitive commuters. The airlines resolve to implement strategic management to enhance efficacy in the pricing decision (Murphy, 2018). An assessment about the Southwest Airline’s ‘early-bird check-in’ approach is a strategic approach to demonstrate the benefit of a game theory model in a business to enhance efficiency in pricing strategy and hedge against intense competition. 
Changes in Southwest Airline Boarding Process
The intense competition apparent in the United States’ aviation industry necessitates continuous improvement in the caliber of service-delivery that the airliners accord their cost-conscious and quality-focused commuters. The Southwest Airline utilizes a unique booking process characterized by the use of ‘open-seating’ approach (Murphy, 2018). The ‘open-seating’ boarding approach contrasts the conventional strategy that involves assigning commuters with a respective seat number. The ‘open-seating’ boarding merits because it facilitates the company to save on cost and time used to clear the commuters in the waiting bay (Talwalkar, 2013). Secondly, the open-seating intervention allows the commuters to select their preferred seats when available. 
However, the ‘open-seating’ boarding has elicited profound limitations that include impeding groups or families to reserve seats, which results in love-hate resentment from the commuters. The ‘open-seating’ process manifested the use of a ‘First-come, First-serve’ principle to allow the initial commuters to board and select their preferred seats (Murphy, 2018). The company reported passenger camping in the boarding areas, which increased the cost of serving the passenger and deteriorating service-delivery (Talwalkar, 2013). In 2007, the business resolved to abandon the ‘First-come, First-served’ initiative to minimize the crowding incidences in the booking bay by assigning the travelers into distinctive groups A, B, C and a boarding number. 
Further, the Southwest Airline designed an online-booking process in 2009 to encourage commuters to check in advance and eradicate the camping effect. The adoption of an online boarding improved the level of efficiency in assigning the boarding number (Talwalkar, 2013). The business benefitted because of orderly boarding and emergence of a second consumer segment considered affluent and relatively less price sensitive compared to the conservative travelers. The changes in the booking process from an ‘open-seating’, First-come, First-served, and online booking processes have been strategic interventions to facilitate the Southwest Airline to devise a change changer strategy that pits commuters in a prisoner’s dilemma-based game.
Objectives of an Early-bird Check-in Process
The Southwest Airline introduced an ‘Early-bird Check-in’ process in 2009 that aimed to generate additional revenue utilizing a game theory model to boost service-delivery and enhance profitability. The ‘early-bird check-in’ process provides the commuters with an opportunity to reserve a position by paying an additional $10 to the one-way travel (Murphy, 2018). The new changes enabled the regular commuters to trade-off the lottery seating with a priority seating that guarantees a good position with an additional $10 for a one-way ticket. The primary goal of the ‘early-bird check-in’ was to draw the travelers into a Prisoner’s Dilemma scenario and generate an extra stream of revenue by charging $10 more for a typical one-way ticket. 
Generating Profit using a Game Theory Model
Intentionally, the Southwest Airline created two conflicting situations that rendered the commuters into a dilemma. First, an individual commuter has to decide to pay an additional $10 as a consideration for an automatic check-in during the next flight (Talwalkar, 2013). Therefore, a decision to sacrifice $10 for a good seat has to be contrasted with paying $0 for a lottery-based seating. Second, the ‘early-bird booking’ placed a commuter in a state of intense competition with other travelers to optimize the preferential services available by paying an additional $10 for a one-way ticket (Talwalkar, 2013). Therefore, the Southwest Airline hoped a significant number of commuters would adopt the ‘early-bird check-in’ and pay the additional $10. 
Hypothetically, if the airline charges $200 for an intercity commuting and has a capacity of 60 passengers, the maximum revenue available for the company to capitalize is $12,000 (200*60). Alternatively, providing the commuters with an opportunity to pay an additional price for preferential services to increase the maximum revenue by an additional $10 paid per ticket. Therefore, in reference to the case study, if 54 passengers opt to pay the $10 for a comfortable seat and automatic check-in, the maximum revenue available for the company is $12,540.
Maximum revenue= Revenue from the ‘early-bird check-in’ + revenue from conservative travellers
         			= (54*210) + (6*200)
= 11,340 +1,200
 = $12,540
Positive Outcomes of a Game Theory Plan Strategy
Importantly, the hypothetical scenario depicts the Southwest Airline can generate an additional revenue of $540 (12,540 –12,000) by facilitating the traveler pay an additional $10 per ticket. In the end, more commuters will resolve to an ‘early-bird check-in’ booking after being pushed down to the bad boarding areas. Consequently, the Southwest Airline will be at an advantageous position because of more revenue compared to the other airlines that charge a constant price for the available seats. 
Similarly, the company has posted a steady surge in revenue since 2009, which manifest the real benefits of an ‘early-bird check-in’ booking process. According to Talwalkar, the Southwest Airline posted additional $98 million revenue in 2010 after inaugurating the ‘early-bird check-in’ booking intervention and $142 million the following year (2015). Evidently, the adoption of an ‘early-bird check-in’ booking exerts pressure on the company to enhance service-delivery using faster clearance to sustain profitability (Murphy, 2018). For example, the ‘early-bird check-in’ relies on the online capabilities to expedite service-deliver among the traveler. Therefore, the protracted surge in profit margins depicts the strategic importance of enhancing pricing strategy using a game theory principle. 
Evaluating the Passengers’ Dominant Strategy
A dominant strategy is a plan that a player adopts with an aim to become successful and generate optimal benefit regardless of the actions undertaken by the rival entity (McCain, 2014). The case of the Southwest Airline elicits notable outcomes that include if neither of the passengers pays $10 for the ‘early-bird’ experience, the commuters will content with an ‘okay’ seat in a seating lottery. Secondly, if only one commuter pays $10 for the ‘early-bird’ booking service, he or she is accorded preferential services that include a ‘good’ seat. Thirdly, if both commuters pay for an ‘early-bird’ booking, the airline accord them equal opportunity to receive priority seating.  
Figure 1: tabulation of the play-of matrix from the game theory 
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	The dominant strategy for the passengers is to book an ‘early-bird’ because it guarantees an ‘okay-seat’ and ‘good-seat’ if the counterparty fails to adopt an ‘early-bird’ option. The two travelers are better suited to adopt the strategy and desist from any deviation, which favors the counterpart. For example, Traveler A decision to book early provides an ‘okay-seat’ when the counterpart prefers an early book (first column) and ‘good-seat’ when Traveler B’s strategy is Not-to book. Conversely, Traveler B’s maximum benefits emanate from an ‘early-bird’ booking because he or she receives an ‘okay-seat’ when they have a similar strategy and ‘good-seat’ if Travel A resolves not-to book. 
Evident of Prisoners’ Dilemma
The competition among the traveler for a preferential seat prevents them from signing a binding contract, which renders them to pay an additional $10 for an opportunity to participate in a lottery game for a priority seat available. Consequently, a commuter who fails to pay $10 receives only an ‘okay-seat’ that is an unstable strategy because he or she has an opportunity for competitive strategic-options by participating in the game. 
Advantages and Limitation of an ‘Early-bird’ Booking
The profound benefits of an ‘early-bird’ booking from the Southwest Airline’s perspective relates to the continuity of the game theory because commuters who receive uncompetitive seats will be tempted to participate in the game. Second, the company continues to generate extra revenue by attracting commuters to pay $10 for the ‘early-bird’ booking, which accounted for $338 million in 2017 (Murphy, 2018). 
However, the ‘early-bird’ booking faces significant challenges that include oversubscription that erodes the commuters’ value and discourage future participation. Second, the Southwest Airline is a low-cost carrier that serves short-distant travelers with a high price-sensitivity. Therefore, charging an extra $10 for a one-way ticket makes the company vulnerable to loss of consumer. 
Proposing a Game Theory Strategy
The Proctor & Gamble can capitalize on a game theory strategy to hedge against intense competition from the Unilever, Inc. Introducing a value-based pricing to boost sales volume can harness product competitiveness from the buyers using an ‘every-day low pricing’ (EDLP) initiative (Kopalle & Shumsky, 2010). The EDLP program can transform the traditional discounting strategy when P&G evaluate the potential trade-off strategies from the Unilever Inc. For instance, an assessment about the effect of the Unilever adopting an EDLP while the P&G desist from the program, both businesses resolve to abandon the scheme in entirety, and the two companies prefer to implement the plan demonstrate the role of a game theory model to harness pricing decision-making. 
Concisely, the multiple concepts that have emerged to facilitate the low-cost airliners sustain profitability and competitive advantages include a game theory strategy endeavor to gain traction in myriad sectors. The Southwest Airlines is one of the low-cost carriers that have resolved to capitalize on a game theory model to enhance profitability in a long-term time dimension. The principle of game theory that stipulates an intensive analysis of the rival’s behavior concerning the changes in prices and output in a situation of intense conflict has generated positive outcome because of surging profitability.
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